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Microblogging Reposting Mechanism: An Information Adoption
Perspective
Wei Yan and Jinghua Huang
Abstract: This study uses the Elaboration Likelihood Model (ELM) and social presence theory to examine the
microblogging reposting mechanism. Subjective and objective data were collected from 216 respondents in a
field experiment. The results indicate that information quality and source credibility of microblogging messages
affect users’ reposting intention by affecting their perceptions of the usefulness and enjoyment of the information.
Perceived enjoyment has a greater impact on reposting intention than perceived usefulness. Furthermore, users
are able to perceive social presence when interacting with microblogging messages. Social presence plays a
full mediating role between information quality and perceived enjoyment, and a partial mediating role between
information quality and perceived usefulness.
Key words: microblogging; reposting; information adoption; elaboration likelihood model; social presence; field
experiment

1

Introduction

Microblogging is a platform for information
publishing, sharing, and access which is based on
user relationships. Microblogging allows users to
publish and receive messages of 140 characters or
less through a website or mobile application. By
providing a simple, instant, and flexible way to
communicate, microblogging lowers the threshold for
user participation, which promotes its popularity among
users[1] . The main activities on microblogging include
posting, reading, reposting, and commenting—among
which reposting is the most important[2] . There are
two reasons for this. First, reposting is a mildly social
information dissemination mechanism. When reposting
microblogging messages, users participate in the
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dialogue indirectly[3] . The number of repostings
reflects the scale of information dissemination
and the popularity of the information[4] . Second,
reposting facilitates dissemination of information
among different groups. Due to group homogeneity,
information is always disseminated more easily within
a group than it is among different groups[5] . Reposting
allows information to easily cross borders between
groups. This is because followers and fans of
microblogging users usually belong to different
groups. When microblogging messages are reposted
by users, they are disseminated among different
groups[6] . Scholars have begun to study the
factors affecting users’ microblogging reposting
behavior. The factors they have found can be divided
into two categories: one is related to the features
of microblogging messages, such as hashtags[7] and
URLs[8] ; the other is related to microblogging authors,
and includes factors such as source credibility[9]
and similarity[10] . However, few studies have been
conducted on the impacts that distinctive properties
of microblogging messages and sources have on
reposting, and the action mechanism is not yet known.
From the perspective of information adoption,
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some scholars have found that both information
quality and source credibility affect users’ information
adoption behavior by affecting their perceptions of
the usefulness of the information[11, 12] . These studies
mostly use the Elaboration Likelihood Model (ELM),
and they unilaterally emphasize the impact of perceived
usefulness on information adoption, while ignoring
the impact of perceived enjoyment. These studies
ignore the dual-purpose nature of microblogging,
which provides users with both utilitarian and hedonic
benefits[13] . In addition, existing studies have not
considered users’ social beliefs to be formulated in their
interaction with microblogging messages. Although
microblogging allows a limited number of characters,
it supports various forms of media, such as images,
hashtags, URLs, mentions (referring to other users
with @username), etc. A combination of these forms
can build social interaction between microblogging
messages and users, thus providing the users with
strong social presence[14] . As a social media,
microblogging is not only a technical system but
also a social system, so social factors must be taken
into account in studies of microblogging reposting. This
study adopts both ELM and social presence theory to
examine the microblogging reposting mechanism.

2
2.1

Theoretical Background
Elaboration likelihood model

ELM is a dual-process model of information
processing[11, 15] . The model assumes that the
information recipient has two paths of information
processing: the central path and the peripheral
path. The two paths have different degrees of
elaboration in information processing. When using
the central path to process information, the recipient
pays more attention to the content of the information
and forms judgments through careful examination and
evaluation. Therefore, the central path has a higher
degree of elaboration in information processing. When
using the peripheral path, the recipient depends more on
heuristic cues, such as source credibility, attractiveness,
etc. and pays less attention to content. Therefore, the
peripheral path has a lower degree of elaboration in
information processing.
In recent years, scholars have begun to use ELM
to study the issue of information adoption[12, 16] . It has
been found that just as users form perceptions about
information systems, they also form perceptions and
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adoption intentions toward information, comments, and
opinions. The factors affecting users’ adoption of an
information system will also affect their information
adoption behavior. Although the applicability of ELM
has been validated in empirical studies on information
adoption, there is still a lack of microblogging studies
using this model. Therefore, we prefer to examine
users’ microblogging reposting behavior based on
ELM.
2.2

Social presence theory

Social presence theory describes the warmth,
sensitivity, personalness, and sociability features
of media, and reflects the extent to which users are
allowed to establish personal contacts[17] . The degree
of social presence is affected by media richness,
i.e., the ability of media to transfer information
within a certain time[18] . It is generally considered
that face-to-face communication has the highest
degree of media richness and creates stronger social
presence than Computer-Mediated Communication
(CMC)[19] . In CMC, many of the cues present in
face-to-face communication (mainly verbal and
non-verbal cues) are filtered out[20] . Removal of
verbal and non-verbal cues results in the lack of
social presence[19] . However, in recent years, this
viewpoint has been challenged by a number of
scholars who assert that CMC still retains certain cues,
such as source credibility. People can rely on these
heuristic cues to process information via the peripheral
path[12] . Moreover, even limited cues can guarantee
adequate information processing ability. According
to Social Information Processing theory, although
the cue-carrying capacity of CMC cannot help users
establish personal relationships quickly, CMC users
are able to establish personal relationships as close
as those in face-to-face communication when given
enough time and when an increased number of cues
are transmitted[21] . Furthermore, although CMC
reduces some social cues, it creates new ones[22] . We
can consider microblogging as an example. Users
can insert images, videos, music, emoticons, and
URLs into text message and can also mark hashtags
and mention other users. The number of repostings,
comments, and favorites reflects the popularity of
the information. These cues can also provide strong
social presence to microblogging users who are able to
establish similar social interactions as they do in faceto-face communication[14] . Therefore, we introduce
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social presence theory to examine microblogging users’
social beliefs formed in the process of interacting
with microblogging messages and to understand their
impacts on reposting behavior.

3

Research Hypotheses

intention to use it[31] . Therefore, we hypothesize the
following:
H2: Perceived enjoyment of microblogging
messages has a positive impact on users’ microblogging
reposting intention.
3.3

3.1

Perceived usefulness

Perceived usefulness refers to the instrumental
value obtained by users in using an information
system[23] . The instrumental value may include
money, reputation, social relations, and improved
work efficiency. Users’ perception of information
usefulness affects their information adoption
behavior[24] . In this study, the perceived usefulness of
microblogging messages refers to the degree to which
the microblogging message is perceived to be valuable,
informative, and helpful[12] . With microblogging
messages, users can obtain valuable information as
well as deal with tasks related to work or study. In
addition, microblogging allows users to set up their
own social network, which allows them to interact with
friends[25, 26] . Hence, we hypothesize the following:
H1: Perceived usefulness of microblogging
messages has a positive impact on users’ microblogging
reposting intention.
3.2

Perceived enjoyment

Unlike perceived usefulness, which is an efficiencyoriented motivation, perceived enjoyment is an internal
motivation emphasizing the pleasure obtained by
users in using information systems[27] . Perceived
enjoyment of microblogging messages is defined
as the extent to which microblogging messages
are perceived to be personally enjoyable apart
from any instrumental value. van der Heijden[28]
categorized information systems into utilitarian
systems and hedonic systems. Utilitarian information
systems are mainly used in working environments,
designed to provide instrumental value to users and
emphasize perceived usefulness. Hedonic information
systems help users achieve self-satisfaction in
entertainment and leisure, and focus more on perceived
enjoyment. Microblogging is a kind of dual-purpose
information system[13] , so perceived enjoyment is
an important factor that affects users’ microblogging
reposting intention. If users feel relaxed and satisfied
while using microblogging, their level of satisfaction[29]
and trust[30] in microblogging will increase, and they
will develop a more positive attitude and higher
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Social presence

Social presence describes the warmth, sensitivity,
personalness, and sociability features perceived by
users of a media[17] . Existing empirical studies have
shown that social presence has a significant impact
on perceived enjoyment. The stronger the social
presence, the higher users’ perceived enjoyment
will be[29, 32, 33] . The reason for this is that social
presence enables users to have an intimate feeling
psychologically[34] . This emotional connection
is an important factor affecting users’ perceived
enjoyment[35] . On the contrary, lack of social presence
will reduce users’ experience and ultimately affect their
perception of enjoyment[36] . Therefore, we hypothesize
the following:
H3a: Social presence has a positive impact on
perceived enjoyment.
Motivation can be divided into external and internal
motivations. When users perceive their informative
or other instrumental goals can be achieved, their
external motivation is satisfied[37] . In the case of
microblogging, this perception is closely related
to social presence. First, microblogging provides
users with a platform for information sharing,
communication, and interaction. The intimacy
and social interaction formed from users’ social
presence are conducive to their information sharing
behavior[38] . Second, social presence will also help
enhance their perception of their social capital. Through
microblogging, users can always be informed of the
updates and daily activities of those they follow
and interact with, and therefore acquire stronger
social presence and social interaction, which in turn
enhance the perception of social capital[14] . This
shows that social presence plays a positive role in
either achieving information goals or enhancing social
capital. Therefore, we hypothesize the following:
H3b: Social presence has a positive impact on
perceived usefulness.
3.4

Information quality

Information quality can be measured from information
richness and media richness. Information richness
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refers to the number of concepts embedded in
the information. Goh et al.[39] studied social media
brand community and found that in the cases of
both Marketer-Generated Content (MGC) and UserGenerated Content (UGC), information richness has
a large impact on users’ purchasing behavior. This
is because the higher the information richness, the
lower the uncertainty that users will face when making
decisions. Given that users are mostly averse to
losses, richer information is considerably more helpful
for users[40] . In addition, information quality is also
determined by the richness of information[41] . This is
especially true for microblogging messages that contain
various types of media, including images, videos,
music, emoticons, URLs, hashtags, and mentions. With
the fusion of various forms of media, microblogging
messages provide high quality information within a
limited length of 140 characters. Hence, we hypothesize
the following:
H4a:
Information quality of microblogging
messages has a positive impact on perceived usefulness.
The impact of information quality on perceived
enjoyment is also confirmed by a number of
studies. Ahn et al.[42] studied online retailing and
found that information quality has a significant impact
on users’ perceived enjoyment. Shin[43] also found
that information quality can enhance users’ attitudes
towards IPTV usage by affecting their perceived
enjoyment. Microblogging messages provide both rich
content and sufficient communication tools. Users can
feel relaxed and satisfied by reading microblogging
messages themselves, as well as sharing and discussing
microblogging messages with their friends[25, 26] . This
suggests that high quality microblogging messages can
provide users with good experiences and result in
improved perceived enjoyment. Hence, we hypothesize
the following:
H4b:
Information quality of microblogging
messages has a positive impact on perceived enjoyment.
Social presence of information is generated
from the media richness it contains. These features
include socially rich text[44] , socially rich pictures[34] ,
personalized greeting[45] , human audio[46] , and so
on. Microblogging messages are usually featured by
media richness. On one hand, the combined use of
various forms of media can transmit multiple clues. This
helps information senders to emphasize key points and
express certain attitudes when transmitting information,
which allows information recipients to understand
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received information more accurately[47] . On the other
hand, such a combination can improve immediacy
of feedback. Immediate feedback helps senders
accurately judge recipients’ responses, and make
adjustments accordingly[48] . Multiple clues and
feedback immediacy enable microblogging users to
establish social interactions as they do in face-to-face
communication, which leads to a stronger social
presence[14] . Hence, we hypothesize the following:
H4c: Information quality of microblogging
messages has a positive impact on social presence.
3.5

Source credibility

Source credibility refers to the trustworthy and expertise
of information senders[49] . In microblogging, users
often process information by referring to source
credibility. One reason for this is that microblogging
users receive large numbers of messages from the
users they follow, which often causes information
overload. When information overload occurs, users
often use peripheral cues, such as source credibility, to
quickly evaluate the usefulness of messages[50] . On the
other hand, while displaying messages, microblogging
platforms also provide a large amount of information
related to microblogging authors, such as the number
of messages they have posted, the number of fans or
followers they have, and whether they are authenticated
or not. This information reflects microblogging
authors’ information sharing history and knowledge
contributions, which is an important reflection of source
credibility[22] . Microblogging platforms also present
some information about the relationship between
microblogging authors and users, e.g., the number
of friends or followers they have in common. Such
information shows the strength of the relationship
between microblogging authors and users and can also
reflect the authors’ source credibility[51] . This leads to
the following hypothesis:
H5: Source credibility of microblogging messages
has a positive impact on perceived usefulness.

4
4.1

Methodology
Research design

This study selected Sina Weibo to examine the
microblogging reposting mechanism, and a field
experiment approach was employed to validate the
hypotheses. An experimental website was developed
and registered as a third-party application of the Sina
Weibo open platform, which obtained respondents’
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microblogging messages through the Application
Programming Interface (API) provided by the open
platform.
A field experiment is an empirical research
method lying between a field study and a lab
experiment. It is conducted under the natural state of
the research object and can control interference factors
effectively[52] . After authorization by respondents, the
experimental website accessed and presented their latest
microblogging message. Respondents were required
to fill in questionnaires based on these microblogging
messages. In this way, a relation was established
between the microblogging message (information
quality and source credibility) and users’ reposting
behavior. The experimental website also displayed the
microblogging messages of respondents on the website
page instead of letting them visit their Sina Weibo
homepage. This avoided the impact of other factors
of Sina Weibo (e.g., website quality, advertisements,
etc.) on users’ reposting behavior. For these reasons,
we selected a field experiment as the most appropriate
method for this study.
4.2

Measurement

In measurement development, existing mature
scales were adopted, and some indicators were
adapted according to the context of this study (Table
Table 1
Construct
Intention to
repost
Perceived
usefulness

Perceived
enjoyment

Social
presence
Information
quality
Source
credibility
Note:



IR1
IR2
IR3
PU1
PU2
PU3
PE1
PE2
PE3
PE4
SP1
SP2
SP3
SP4
IQ1
IQ2
SC1
SC2
SC3
SC4
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1). Intention to repost, perceived usefulness, perceived
enjoyment, and social presence were measured using
a 5-point Likert scale, and information quality and
source credibility were calculated with objective
data. Information quality is a formative factor measured
by information richness and media richness. The
number of concepts contained in each microblogging
message was calculated using ICTCLAS 2014,
which is a Chinese word segmentation tool. Media
richness was measured by the total number of
images, URLs, hashtags, and mentions contained
in every microblogging message. Source credibility
was measured by four indicators: the number of
messages the microblogging author had posted,
the number of fans he or she had, whether he or
she was an authenticated user, and the number of
common friends between the microblogging author
and the respondent. These indicators reflected the
trustworthiness and expertise of the microblogging
authors.
4.3

Data collection

Data were collected using the snowball sampling
method. Sina Weibo and instant messaging software
(like QQ and MSN) were used to send a link to the
experimental website to respondents who were invited
to fill in questionnaires and were required to send the

Construct measures and sources.

Indicator
I will repost this microblogging message.
I will repost this microblogging message and @ my friends.
I will repost and comment this microblogging message.
This microblogging message is valuable.
This microblogging message is informative.
This microblogging message is helpful.
Reading this microblogging message is enjoyable.
Reading this microblogging message is exciting.
Reading this microblogging message is pleasant.
Reading this microblogging message is interesting.
I feel this microblogging message is warm.
I feel this microblogging message is sociable.
I feel this microblogging message is sensitive.
I feel this microblogging message is personal.
The information richness of this microblogging message
The media richness of this microblogging message
Posted messages of this microblogging author
Fans of this microblogging author
Whether or not this microblogging author is authenticated.
Common friends between this microblogging author and the respondent

The item was deleted in the final questionnaire.

Source
Self-developed

Sussman and Siegal[12]

van der Heijden[28] ;
Al-Natour et al.[53]
Short et al.[17] ;
Hess and Fuller[54] ;
Wang et al.[29]
Adapted from
Goh et al.[39]
Adapted from
Sussman and Siegal[12] ,
Bhattacherjee and Sanford[55]
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link to their friends, classmates, colleagues, etc. The
entire data collection process spanned from July 22,
2013 to July 28, 2013, a total of seven days. In total, 328
users visited the experimental website, and 216 valid
questionnaires were completed and submitted. The
effective questionnaire response rate was 65.9%.

5

Results

5.1

Measurement model

Before validation of the model, the reliability and
validity of the scale were assessed. SPSS 17.0 was
used for Exploratory Factor Analysis (EFA), and the
factors were extracted by Varimax rotation. A total
of five constructs were extracted, including intention
to repost, perceived enjoyment, perceived usefulness,
social presence, and source credibility. Five constructs
explained 74.2% of the variance, and the loading of
each indicator on its corresponding construct was much
higher than its cross loading on other factors.
Reliability describes the internal consistency of each
construct. In this study, Composite Reliability (CR) was
examined to assess the reliability of the measurement
model. Confirmatory Factor Analysis (CFA) using
Smart PLS 2.0 (see Table 2) showed that the composite
reliability of all constructs ranged from 0.705 to 0.951,
which was larger than the minimum requirement of
0.7[56] . Therefore, the measurement model had good
reliability.
Validity consists of convergent validity and
discriminant validity. Table 2 shows that the loadings
of all indicators on their corresponding constructs
Table 2
Construct
Intention to
repost
Perceived
usefulness
Perceived
enjoyment
Social
presence
Source
credibility

Reliability and convergent validity.
Composite
Indicator Loading
AVE
reliability
IR1
0.935
0.951
0.866
IR2
0.937
IR3
0.920
PU1
0.905
0.888
0.727
PU2
0.720
PU3
0.918
PE1
0.932
0.950
0.864
PE2
0.932
PE3
0.924
SP2
0.782
0.828
0.617
SP3
0.747
SP4
0.826
SC1
0.736
0.705
0.570
SC2
0.753
SC4
0.959

were higher than 0.7, and the Average Variance
Extracted (AVE) of all constructs ranged from 0.570
to 0.866, which exceeded the cutoff value of 0.5. The
results show that the measurement model had good
convergent validity[56] . Discriminant validity was
assessed by comparing the square root of AVE
for each construct with its correlation between other
factors. Table 3 showed that the square roots of AVE for
all constructs were higher than correlation with other
factors. Therefore, the validity of the measurement
model met the requirements[56] .
Common Method Variance (CMV) was another
issue to be considered. When all measurement
indicators in a questionnaire are filled in by the same
respondent, CMV can appear[57] . The combined use
of objective and subjective data can avoid CMV. In
this study, information quality and source credibility
were calculated using objective data, and social
presence, perceived usefulness, perceived enjoyment,
and reposting intention were measured with subjective
data. Harman’s single-factor test was also employed to
assess the potential for CMV. The test results showed
that five factors were extracted through principal
component analysis, which explained 74.2% of the
variance, and the explanation rate of the first factor
was 34.4%, which did not exceed the upper limit
of 50%[58] . More than one factor was extracted by
principal component analysis, and there was no single
factor explaining most of the variance, so there was no
significant CMV in our data[59] .
5.2

Hypotheses testing

Partial Least Square (PLS) regression was employed
to test the structural model. As suggested by
Chin[60] , bootstrapping was performed to estimate the
statistical significance of each path coefficient. The
Table 3
IR
PU
PE
SP
IQ
SC

Construct correlations and discriminant validity.
IR
0.931
0.363
0.436
0.214
0.094
0.050

PU

PE

SP

IQ

SC

0.853
0.505
0.320
0.182
0.156

0.929
0.561
0.142
0.004

0.785
0.286
0.064

NA
0.098

0.755

Notes: Square root of AVE of reflective construct is shown on
the diagonal of the matrix. IR, Intention to Repost; PU, Perceived
Usefulness; PE, Perceived Enjoyment; SP, Social Presence; IQ,
Information Quality; SC, Source Credibility.
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research model contained both reflective constructs and
formative constructs. Because LISRE cannot handle
formative constructs, Smart PLS 2.0 was used.
Figure 1 shows the results of PLS analysis. The
model explained 31.7% of the variance in
microblogging reposting intention. Except for
H4b, the remaining seven hypotheses were all
supported at the 0.05 level of significance. Specifically,
intention to repost was strongly affected by both
perceived usefulness (ˇ = 0.191, p < 0.01) and
perceived
enjoyment
(ˇ = 0.339, p < 0.001),
supporting H1 and H2. Social presence was
significantly associated with perceived enjoyment
(ˇ = 0.566, p < 0.001) and perceived usefulness
(ˇ = 0.380, p < 0.001). Therefore, H3a and H3b
were supported. Perceived social presence was
determined by microblogging information quality
(ˇ = 0.286, p < 0.01), supporting H4c. Information
quality (ˇ = 0.175, p < 0.05) and source credibility
(ˇ = 0.163, p < 0.05) had a positive impact on
perceived usefulness, supporting H4a and H5.
5.3

Test of mediating effect

The results of PLS analysis validated the impact of
information quality on social presence and the impact
of social presence on perceived enjoyment. However,

Fig. 1
Table 4
Step
1
2
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the impact of information quality on perceived
enjoyment was not significant, thus H4b was not
supported. This might be caused by the mediating
effect between information quality, social presence,
and perceived enjoyment. In order to analyze the
mediating effect of social presence on information
quality and perceived enjoyment, three analyses were
performed. First, the impact of information quality
on perceived enjoyment was calculated. The path
coefficient was 0.182, which was significant at the
0.05 level. Then, partial mediating effect[61] was
tested. The impact of information quality on social
presence was 0.286 at the 0.01 level. Finally, full
mediating effect[62] testing was performed. The impact
of information quality on perceived enjoyment was
examined under controlled social presence, and the
result was not significant (Table 4). We concluded that
social presence played a full mediating role between
information quality and perceived enjoyment. The
direct explanation of information quality on perceived
enjoyment was only 11.9%, although it increased to
31.5% due to the mediating effect of social presence.
The mediating effect of social presence between
information quality and perceived usefulness was also
analyzed using the same method (Table 5). The results
showed that information quality affected perceived

Results of hypotheses testing.

Mediating effect of social presence on perceived enjoyment.

Path
Information quality ! Perceived enjoyment
Information quality ! Social presence
Social presence ! Perceived enjoyment
3
Information quality ! Perceived enjoyment
Notes: ***p < 0.001; **p < 0.01; *p < 0.05; NS p > 0.05

Coefficient
0.182
0.286
0.566
0.020NS

Standard errors
0.062
0.108
0.045
0.095

R2 (%)
11.9
18.2
31.5
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Table 5

Mediating effect of social presence on perceived usefulness.

Step
1
2

Path
Information quality ! Perceived usefulness
Information quality ! Social presence
Social presence ! Perceived usefulness
3
Information quality ! Perceived usefulness
Notes: ***p < 0.001; **p < 0.01; *p < 0.05

usefulness directly (ˇ = 0.189, p < 0.05) and indirectly
through social presence (ˇ = 0.374, p < 0.001). Social
presence played a partial mediating role between
information quality and perceived usefulness.

6

Discussion

This study employed ELM and social presence theory to
examine the microblogging reposting mechanism from
the perspective of information adoption.
We found that perceived usefulness is an important
determinant affecting microblogging reposting
intention (H1). This finding supports previous
studies that found a significant relationship between
perceived usefulness and intention to continue using
microblogging[63] , as well as information adoption
behavior[9] . This means that more valuable, informative,
and helpful microblogging messages are more likely to
be reposted by users.
We also found that microblogging users’ reposting
intention is influenced by perceived enjoyment
(H2). The higher the users’ perceived enjoyment of
microblogging messages, the stronger their reposting
intention will be. This finding is in line with the work
of Cocosila and Igonor[64] and Hu et al.[65] , who each
found that microblogging behavior is largely driven by
the perception of enjoyment.
The results also indicate that perceived enjoyment
has a greater influence on users’ reposting intention than
perceived usefulness (ˇPE = 0.339, ˇPU = 0.191). Both
internal and external motivations influence information
system adoption by users[27] . Which type of motivation
is more significant depends on whether the information
system is utilitarian or hedonic[28] . Microblogging can
help users realize their instrumental values, such as
accessing information and building their reputation or
developing relationships; it can also satisfy users’ need
for enjoyment and relaxation. Therefore, microblogging
is a kind of dual-purpose information system[13] . This
study provides evidence that the internal motivation
represented by perceived enjoyment has a significant
influence on microblogging reposting intention.

Coefficient
0.296
0.286
0.374
0.189

Standard errors
0.068
0.108
0.060
0.085

R2 (%)
11.5
18.2
13.5

As expected, information quality (H4a) and source
credibility (H5) of microblogging messages affect
perceived usefulness. ELM posits that users not only
process information according to its content, but also
refer to heuristic cues such as source credibility. Both
the central and the peripheral paths can cause changes in
user attitude[12] . In this study, we found that the higher
the information and media richness of microblogging
messages, the greater the perceived usefulness. We
also found that perceived usefulness was increased by
the number of reposted messages, fans, and common
friends of microblogging authors. We conclude that
ELM is applicable in the microblogging context.
Another important finding is that information
quality of microblogging messages does not only
affect perceived usefulness, but also leads to
social presence (H4c). Microblogging is a kind
of social media, so the interaction between users
and microblogging messages is a critical factor for
microblogging reposting. Microblogging can embed
images, emoticons, videos, music, URLs, hashtags,
and mentions within a limited length of 140 characters,
which brings users with strong social presence and
thus improves perceived enjoyment and usefulness. To
a certain extent, this finding is consistent with
structuration theory. Technology, users, and social
structure interact with each other, and determine
microblogging usage behavior jointly[66] .
Lastly, we found that social presence plays
different mediating roles between information quality
and perceived enjoyment (H3a) and usefulness
(H3b). Social presence fully mediates the impact
of information quality on perceived enjoyment,
and partially mediates its impact on perceived
usefulness. That is, information quality completely
depends on social presence to affect perceived
enjoyment. However, for perceived usefulness,
information quality does not only have a direct
influence on it, but also has an indirect influence
through social presence, in which the influence of
social presence is limited (R2 is only improved from
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11.5% to 13.5%).

7

Conclusions

This study made five important contributions to our
understanding of microblogging user behavior.
First, it examined the microblogging reposting
mechanism from the perspective of information
adoption, and found that information quality and
source credibility affect microblogging users’ reposting
intention by affecting their perceived usefulness
and perceived enjoyment. This finding explains
why information quality and source credibility of
microblogging messages affect reposting.
Second, this study categorized users’ microblogging
reposting motivations as internal and external
motivations. The external motivation represented
by perceived usefulness and the internal motivation
represented by perceived enjoyment both affect
microblogging reposting intention, but perceived
enjoyment has the most significant effect. The results
indicate that microblogging is a hedonic-dominated
dual-purpose information system.
Third, this study validated and enriched the
application of ELM to microblogging. We found
that microblogging information quality and source
credibility affect users’ reposting intention by
affecting their perceived usefulness. This validates
the applicability of ELM for microblogging. We also
extended the use of ELM beyond perceived usefulness
and information adoption behavior by discovering
that microblogging information quality can also affect
users’ reposting behavior by affecting their perceived
enjoyment.
Fourth, this study examined the mediating effect of
social presence from a social-technical perspective. We
found that social presence fully mediates the impact
of information quality on perceived enjoyment
and partially mediates its impact on perceived
usefulness. The two mediating effects of social
presence reflect microblogging’s social aspect and
provide us with a more profound understanding of the
microblogging reposting mechanism.
Fifth, this study used a field experiment approach to
examine microblogging reposting behavior, providing
a new method for information adoption research. Each
respondents’ latest microblogging message was
obtained by an experimental website, and their
subjective beliefs and reposting intentions were
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measured at the same time. This greatly reduced the
difficulty of respondents’ participation in the study
and resulted in an excellent response rate (216 valid
questionnaires were collected, with a response rate of
65.9%). More importantly, this experimental method
was used to measure respondents’ real attitude toward
the microblogging message without interference from
external factors such as the website itself or any
advertisements on the page. Thus, the microblogging
reposting mechanism model was truly validated from
the perspective of information adoption. This method
also allowed the collection of both subjective and
objective data. The use of the two types of data
provides better support for our conclusions.
However, there are some limitations to this
study. First, this study may not include all potential
factors. Stieglitz and Dang-Xuan found that emotional
factors in microblogging messages also affect
sharing and dissemination[67] . Consideration of
these factors may enhance the explanatory power
of the model. Second, this study used crosssectional data. They can only be used to explain
the microblogging reposting mechanism, not for
investigating whether the mechanism will change over
time. Our future study may consider using panel data
to deepen our understanding with respect to this issue.
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